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Abstract 
The awareness of consuming healthy food has been increased. It leads to the increasing demand for organic food 
products. On the other side, there are obstacles to developing the organic product business due to the low level of 
objective knowledge of the Indonesian people towards organic products, as well as doubts over the authenticity 
of organic products on the market. This study aims to develop the value co-creation behaviors and perceived 
values of a growing community to share knowledge of organic food products with the public. Participation and 
interaction among the community have been enriched the method of research using simple random sampling that 
involved 385 respondents in 4 organic product communities. The results showed that the main behaviors that 
must be overcome to improve the loyalty of organic-food-products community members are participation and 
citizenship behavior. Having these results, the recommended policy direction is to increase the perceived 
benefits of community participation. Further studies are needed to refine and build more comprehensive models 
that integrate theoretical constructs related to other perspectives and contexts.      
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1. Introduction 
The trend of people's lifestyles to consume foods that are safe for health and environmentally friendly, has an 
impact on the growth in world demand for organic products which continues to increase from year to year, 
including in Indonesia (Nurhidayati et al. 2008, Mayrowani 2012, Sumarwan et al. 2013, Sulaeman 2016 in 
Astuti et al. 2016, Hubeis et al. 2013). Organic products that are free from synthetic chemicals or do not harm 
the health of the human body and the environment also attract attention both at the producer and consumer levels 
(Mayrowani 2012, Nurhidayati et al. 2008). However, Indonesia's organic market is still experiencing obstacles, 
including being limited to the upper middle-class economy in urban areas (Nurhidayati et al. 2008), limited to 
age, education level, and certain income (Slamet et al 2016), lack of promotional activities and increased 
promotion and low level of knowledge of human resources (Hubeis et.al 2013). 
Another important thing that organic product business players need to pay close attention to is the level of 
consumer confidence in organic products related to guarantees. The Ministry of Agriculture has developed 
organic regulations, including SNI  6729-2016 concerning organic farming systems, Minister of Agriculture 
Regulation No. 64 of 2013 concerning organic farming systems and Head of BPOM Regulation No. 1 of 2017 
concerning supervision of organic processed food. Many obstacles are experienced by organic farmers and small 
producers to obtain organic certification, especially regarding the cost of certification which is still burdensome 
(Hubeis et al. 2013), as well as consumers who have to be charged high fees to cover the cost of certification if 
they buy certified organic products (SPOI 2017). One of the guarantee solutions is through the community, as 
has been done by the participatory guarantee system in organic agriculture (PAMOR) which involves producers 
themselves and other parties (traders, consumers, NGOs, the government) in the assessment and recognition of 
compliance with organic standards initiated by the Indonesian Organic Alliance. (AOI). Another example is the 
guarantee in the community carried out by the Indonesian Organic Community (KOI) in collaboration with the 
White Flower Community. 
Previous research on knowledge sharing through communities has not been conclusive. The limitation of 
research on the effect of social capital on value co-creation (VCC) on knowledge sharing is the absence of 
perceived value variables (Hung et al. 2013). For this reason, this study combines the research of Hung et al. 
(2013) with research by Gummerus et al. (2017) who investigated the effect of community members' perceived 
benefits on loyalty to community. This research is also based on Laud and Karpen (2017) which investigates the 
antecedent and consequence factors of value co-creation behavior (VCB) in a service system (a service system). 
Variables that represent value co-creation activities behavior are based on the study of Yi and Gong (2013), 
namely consumer participation behavior (CPB) and consumer citizenship behavior (CCB) variables. 
This study examines the process of value co-creation in behavior among community members with a 
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service dominant logic (SDL) approach, by looking at the influence of relational capital antecedent variables 
(trust, commitment, reciprocity) and cognitive capital (shared language, shared values, social support) on value 
co-creation in behavior (customer participation and customer citizenship behavior) and its effect on loyalty is 
mediated by the perceived benefits of community members. The objective of this research is to analyse the effect 
of value co-creation values on organic food-products.  
 
2. Literature Review and Testable Hypothesis 
2.1 Relational capital 
Understanding social relationships begins with the motivation for the participants to join a group or network that 
expands their self-understanding of certain beliefs or values. In this case, the concept of social capital is used as 
part of this research study to understand how a relationship occurs in a community as stated by Nahapiet and 
Ghoshal (1998) and Harpham (2002). Relational capital is one of the variables that explain social capital, which 
relational capital includes trust, commitment, reciprocity, and identification of self-worth with the group 
(Nahapiet & Ghoshal 1998). Hung et al (2013) explain relational capital as personal relationships so that a 
person develops himself with others by doing social interactions. The higher the quality of relational capital, the 
stronger the atmosphere of trust, helping, and the quality of relationships in a community (Hung et al. 2013). 
 
2.2 Cognitive capital 
Cognitive capital represents resources that indicate shared values and social support (Nahapiet and Ghoshal 1998, 
Harpham 2002). Nahapiet and Ghoshal (1998) explain that the cognitive dimension of social capital is formed 
from attributes such as a shared code or a shared paradigm that facilitates a common understanding of collective 
goals and is evidence of activity in a social system. This form of social capital provides a cohesive atmosphere 
for health awareness and provides space for social support for individuals who are members of the social 
community. 
 
2.3 Customer Participation Behavior 
Customer participation behavior and customer citizenship behavior as the application of the concept of value co-
creation to understand interactions in the community as part of the resources integration through activities of 
delivering and receiving information, knowledge and experience (Vargo & Lusch 2016, Yi and Gong 2013, 
Laud and Karpen 2017, Yi et al. 2011). Overall, customer participation has an impact on the form of offers that 
are closer to the scope of customers' value creation and ultimately help sellers in creating superior value. This 
study explores the value co-creation behavior activity which is represented by the variables of customer 
participation behavior and customer citizenship behavior as stated by Yi et al. (2011). The customer participation 
behavior instrument in this instrument refers to what was conveyed by Yi and Gong (2013) where participation 
behavior can be measured by indicators of information seeking (looking for information on how to perform 
tasks), information sharing (providing essential information to enable the correct rendering of the service), 
responsible behavior (such as being cooperative and observing rules and policies) and personal interaction 
(courtesy, friendliness and respect). 
 
2.4 Customer Citizenship Behavior 
In addition to the customer participation behavior variable, the researcher also uses the customer citizenship 
behavior variable to see the value co-creation behavior activity in the community. Yi and Gong (2013) explained 
that customer citizenship behavior can be measured by indicators of feedback (giving suggestions on how to 
improve the service), advocacy (recommending the business to others), helping (assisting other consumers), and 
tolerance (willingness to tolerate). Zhang and Chen (2017) state that customer citizenship behavior can be useful 
for solving several problems in organizations, including being a means of delivering innovative ideas and 
constructive suggestions, a means of recommendation and helping fellow members or other customers as an 
important step for community development and management. 
 
2.5 Perceived Benefit Value 
Customer perceived benefit is the benefit felt by consumers as an incentive to participate in the community 
(Gummerus et al., 2012, Gummerus et al. 2017). Customer perceived benefit is the perception of the benefits that 
consumers will receive if they are involved in the value co-creation process (Saarijarvi 201, Dong et al. 2014, 
Alves et al 2016). Perceived benefits are described as being able to influence members' commitment to the 
community (Kuo and Feng 2013) and perceived benefits are also indicated to have an effect on loyalty to the 
community (Gummerus et al 2012). Akman (2016) showed that the outcomes of value co-creation activities are 
in the form of values: social, emotional, utilitarian, and value for effort. Perceived benefit values are the outcome 
of customer participation in value co-creation activities in the community in accommodating a service offered.  
Nambisan and Baron 2009, Kuo and Feng 2013, Brodie et al 2013, Dholakia 2014, Gummerus et al 2017, 
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Sihlman 2012, and Alves 2016).  In identifying the perceived benefits of consumers in the community, 
Gummerus et al.  (2017) used informational benefit, social benefit, and hedonic benefit variables to see their 
effect on loyalty to community.  The perceived benefit variable as an outcome of value co-creation activities can 
influence future participation behavior (Nambisan and Baron 2009). This research used indicators of 
informational benefit, emotional benefit, and social benefit to measure the perceived benefit variable according 
to the results of the study by Sheth et al.  (1991). 
 
2.6 Loyalty to the Community 
Studies used loyalty to community as a dependent variable have found that benefits from community 
participation have a positive effect on loyalty to community (Gummerus et al. 2017, Gummerus et al. 2012, Kim 
et al. 2004, Shang at al. 2006).  The application of the concept of loyalty to community in this research adapted 
from studies on loyalty to community to assess the performance of a community (Koh and Kim 2004).  The 
measurement instrument of this research was based on the results of the study of Dick & Basu (1994) and Lin 
(2010) measures community loyalty behavior with an instrument that emphasizes the intention of community 
members to remain loyal or have commitment is more on the behavioral aspect of loyalty. Lin (2010), among 
others, in the form of self-strengthening aspects to continue participating in community activities, 
suggesting/recommending friends and relatives to join the community, and expressing positive values about the 
community to others. 
 
The Effects of Cognitive Capital on Customer Participation Behavior and Customer Citizenship Behavior 
Cognitive capital as part of social capital is one of the antecedent variables that motivates participants to join the 
community to carry out value co creation activities (Alves et al. 2016). The formulation of the hypothesis on 
how the influence of cognitive capital on value co creation activities in this research is based on the study of 
Hung et al. 2013, Chang and Chuang 2011, and Bolino et al. 2009. It is explained that social capital has an 
influence on the knowledge sharing intention of members in participating and becoming community members, 
for that the determination of the hypothesis in this research is: 
H1: Cognitive Capital has a positive influence on Customer Participation Behavior 
H3: Cognitive Capital has a positive influence on Customer Citizenship Behavior 
 
The Effects of Relational Capital on Customer Participation Behavior and Customer Citizenship Behavior 
This study uses relational capital as an antecedent variable that motivates participants to join the community to 
carry out value co creation activities to obtain perceived benefits (Alves et al. 2016, Hung et al. 2013). Studies 
show that relational capital/embeddedness and cultural embeddedness have a significant effect on value co-
creation behavior (Laud and Karpen 2017, Akman 2016). Relational capital has a positive impact on knowledge 
sharing in the community (Hung et al. 2013, Chang and Chuang (2011). This factor also affects citizenship 
behavior (loyalty, obedience, functional participation, social participation, and advocacy participation) (Bolino et 
al. 2009) In the context of organic communities, the relational capital variable is needed to accommodate the 
aspects of trust, commitment, and reciprocity which are thought to be factors that encourage participants to be 
interested in participating and becoming citizens of the consumer community. Community members are thought 
to tend to have a high level of trust in the authenticity of organic products that are socialized by the community. 
Thus, the proposed hypothesis is: 
H2: Relational Capital has a positive influence on Customer Participation Behavior 
H4: Relational Capital has a positive influence on Customer Citizenship Behavior 
 
The Effects of Customer Participation Behavior and Customer Citizenship Behavior on Perceived Benefit  
Customer participation behavior and customer citizenship behavior as the application of the concept of value co 
creation which is based on the service dominant logic (SDL) approach to understand consumer relationships in 
the community (Yi and Gong 2013, Laud and Karpen 2017). Kuo and Feng (2013) confirmed the nature of 
research on the community, namely the existence of customer participation from value co-creation activities in 
the community that result in perceived benefits. Sihlman (2012) states that participation in the community affects 
the perceived benefits obtained from various activities participating in and connecting with the community in 
sharing values. In the context of organic communities, the variables of participation behavior and citizenship 
behavior are important variables that represent co-creation activities from the exchange of knowledge resources, 
skills, and experiences about organic products. In addition, community members are suspected of having 
perceived benefits in the form of social benefits, benefits of support/supporting, and emotional benefits on an 
ongoing basis over time by continuing to join the community. Thus, the proposed hypothesis is: 
H5: Customer Participation Behavior has a positive influence Perceived Benefit 
H6: Customer Citizenship Behavior has a positive influence on Perceived Benefit 
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The Effects of Perceived Benefit on Loyalty to Community 
The results of previous research stated that there was a positive influence between perceived benefits and 
consumer loyalty to the community (Gummerus et al. 2017, Gummerus et al. 2012, Kim et al. 2004, Shang at al. 
2006, Kang and Shin (2016)). This is reinforced by the findings of Kuo and Feng (2013), namely the influence 
between benefits gained and community commitment. In the context of organic communities, community 
members who have a positive perception of benefits for organic communities are expected to continue to be 
loyal and continue to join and bond with the community. Loyal community members are expected to support the 
formation of a strong community in terms of campaigns and education on the benefits of organic products in the 
community. Thus, the proposed hypothesis is: 
H7: Perceived Benefit has a positive influence on Loyalty to Community. 
 
3. Methods 
3.1 Data Collection 
To achieve the goals of this research as well as proving the aforesaid hypotheses, we have adopted quantitative 
research which all the measurement items of instruments were adjusted from past literatures. This study uses 
primary data as a data source, in order to measure indicator variables, a Likert scale rule is used in measuring the 
level of agreement or disagreement of respondents with statements measuring an object. Research data collection 
was carried out in several communities in the areas of Jakarta, South Tangerang, and Bandung which was held in 
March-September 2020. Respondents were consumers of organic food products who were members of the 
consumer community, domiciled in Jakarta, Depok, Bogor, Tangerang, Bekasi (Jabodetabek), and Bandung. In 
this study, the population and samples are assumed as unknown due to unavailability of official data on the 
number of customer communities in these areas. The sampling method in this study is a convenience sampling 
approach. Sampling in this study is conducted by approaching directly members of the community to be asked to 
fill out a questionnaire. To test the aforesaid assumptions above, we implemented an online survey through 
social medias to gather data and information from the members of four organic communities (Komunitas Selaras 
Alam, Komunitas 1000 Kebun, Komunitas Paprika Loca, dan Komunitas Arista Montana) and we finally 
obtained complete samples of 385 questionnaire from customers of food organic products in order to investigate 
the effects of value co-creation behavior on customers’ loyalty to the community. 
 
3.2 Data Analysis 
The construction model of this study was built based on the development of hypotheses between variables as 
described above. The study uses Covariance-Bases Structural Equation Model (CB-SEM) to test the theory in 
the modelling that the researcher developed based on the value co-creation concept approach based on Service-
Dominant Logic theory. Researchers tested the causal relationship between 6 (six) latent variables, namely 
cognitive capital, relational capital, customer participation behavior, customer citizenship behavior, the 
perceived value of benefits, and loyalty to the community, as well as measuring the model and its suitability to 
empirical data. 
 
3.3 Respondents’ Demography 
The results of the demographic analysis of the study showed that from 385 respondents, 43.9 percent of 
respondents were male and 56.1 percent of respondents were female. Respondents aged between 26-45 dominate 
with a percentage of 60.5 percent. The last education owned by the respondents was dominated by graduates at 
the undergraduate level (S1)/D4 as much as 45.2 percent. A total of 63.4 percent of respondents are married and 
most of the respondents have jobs as entrepreneurs/entrepreneurs (30.9 percent). 
 
4. Result and Discussion 
4.1 Measurement Model Analysis 
Analysis of the measurement model is used to ensure that all indicators or observed variables meet the 
requirements or are valid and have good reliability. Table 1 shows the values of Average Variance Extracted 
(AVE), Cronbach alpha, and Composite Reliability for each construct. Based on the results shown in Table 1, it 
can be concluded that the validity of the convergence and internal consistency of measurements in this study is 
good. This is indicated by the AVE value for each construct which is above 0.5 which indicates that the 
convergence validity for each construct is good. Likewise, the Cronbach alpha and Composite Reliability values 
for each construct in this study were good. As stated by Baumgartner and Homburg (1996), that Composite 
Reliability is considered better in estimating the internal consistency of a construct. Based on Table 1, the 
Composite Reliability value for each construct in this study is above 0.6. 
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Table 1. Results of CR and AVE Research Variables 
Construct AVE 
(VE ≥ 0.50) 
Cronbach alpha Composite Reliability (CR 
≥ 0.70) 
Relational Capital 0,578 0,601 0,751 
Cognitive Capital 0,594 0,647 0,746 
Customer Participation Behavior 0,526 0,750 0,814 
Customer Citizenship Behavior 0,615 0,546 0,803 
Perceived Benefit Values 0,537 0,803 0,779 
Loyalty to the Community  0,527 0,794 0,816 
 
4.2 Model Fit Test Results  
The overall fit test of the model was reviewed based on several indicators of Goodness-of-Fit, namely RMR, 
RMSEA, NFI, NNFI, CFI, IFI and RFI. The following is Table 2 of the results of data processing regarding the 
measure of Goodness-of-Fit in the research model.  
Table 2. The Value of Goodness of Fit of The Main Empirical Model 
Tipe goodness of fit model Indeks goodness of fit model Cut-off Value Result Information 
Absolute fit measures 
Chi square statistic (χ2 atau CMIN) Small 32,000 Good 
P > 0,05 0,000 Bad 
GFI > 0,90 0,974 Good 
RMSEA < 0,08 0,080 Good 
Normed χ2 (CMIN/DF) 2<Normed χ2  <5 4,571 Good 
Incremental fit measures CFI > 0,94 0,960 Good 
Parsimonius fit measures Adjusted Goodness of Fit Index AGFI > 0,90 0,922 Good 
Absolute fit measures measure the overall fit of the model (both the measurement model and the structural 
model together (Tabachnick and Fidell, 2001, Hair et al., 2014). The absolute fit measures value shown by 
CMIN, CMIN/DF, GFI, and RMSEA in this study gave varied results. The CMIN value of 32,000 is still 
categorized as good because the difference between the unrestricted covariance and restricted covariance 
matrices is not too big. A low chi square value with a significance level of less than 0.05 indicates that the actual 
input matrix is different from the predicted input matrix (Hair et al., 2014). In other words, the suitability of this 
research model with the data used is not good.  
The value of CMIN/DF in this study is 4.571 which means good. The recommended CMIN/DF value is 
between two and five, which indicates that the model fits the data (Marsh and Hocevar, 1985). Thus, the research 
model is in accordance with the data used. 
The GFI value in this study was 0.974, greater than the recommended one, which was 0.9. A high Goodness 
of Fit (GFI) value indicates that the model's ability to extract the empirical data variance is high (Amoli and 
Farhoomand, 1996). This shows that this research model is good. 
The RMSEA value in the study was 0.080. Goodness of fit that can be expected when the model is 
estimated in the population. The recommended RMSEA value between 0.05 to 0.08 is an index for the 
acceptance of the model that shows a close fit of the model based on degrees of freedom (Hair et al., 2014). Thus, 
the RMSEA value generated in the study can be categorized as good (Tabachnick and Fidell, 2001). 
Incremental fit measures are measures to compare the proposed model with other models specified by the 
researcher (Tabachnick and Fidell, 2001; Hair et al., 2014). The value of incremental fit measures shown by CFI 
in this study is 0.960 which means good. The recommended value is CFI > 0.9 (Hooper et al. 2008). The CFI 
value is very good for measuring the level of acceptance of a model (Hooper et al. 2008). Thus, the research 
model can be well received. 
The parsimonious value of fit measures shown by AGFI in this study was 0.922. The recommended value is 
if AGFI has a value equal to or greater than 0.9 (Hair et al., 2014). However, in this study the AGFI value was 
still categorized as good (Tabachnick and Fidell, 2001). 
 
4.3 Results of Structural Model Fit  
Testing the structural model of this study was conducted to predict causality between latent variables to reveal 
the validity of the theoretical model built in this study through testing research hypotheses (Hair et al., 2010). 
Structural model testing is carried out by evaluating the path coefficient value and the t statistic value or the 
Critical Ratio (CR) value for the significance test between constructs in the structural model (Anderson and 
Gerbing 1988; Hair et al. 2010). 
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Information: (*) Significant at t-count ≥ 1.96. 
SEM analysis gives results in the form of coefficient estimates, standard errors, and t-statistical values for 
each coefficient. The selection of the significance level for each test parameter is based on the theoretical 
justification concerning the proposed relationship. The assessment of the suitability of the structural model of the 
SEM structural analysis is presented in Table 3 and Figure 1. Figure 1 shows the research model after the 
measurement model analysis which includes the validity for each research construct. 
Table 3 is the result of SEM estimation and hypothesis testing, which shows that there are two hypotheses 
(Hypothesis 1 and Hypothesis 4), which are not supported. This is because the value of Critical Ratio (CR) or t 
statistics H1 and H4 is not significant, having a CR value of less than 1.96. However, H1 has a direction that is 
in accordance with the hypothesis, namely the positive direction. While H4 has a direction that is not in 
accordance with the hypothesis, namely the negative direction. As is known, the recommended CR value in SEM 
analysis to show a good level of significance is more than 1.96 (Hair et al., 2014). The summary of the results of 
testing the direction and significance of the relationship between the hypothesized variables is as follows.  
4.3.1 The Effect of Cognitive Capital on Customer Participation Behavior (H1) 
The cognitive capital variable has no significant effect on the direction of a positive relationship to customer 
participation behavior with a path coefficient value of 0.233 and a t-count of 1.405. This shows that the higher 
the cognitive capital, the customer participation behavioir of organic community members will increase but the 
effect is not significant. This influence analysis is not in line with research conducted by Laud and Karpen (2017) 
and Yoon and Lee (2019) which states that cognitive capital has a positive effect on value co-creation behavior 
(participation behavior and citizenship behavior). This means that although community members have a fairly 
high level of similarity between their own values and goals with community values and goals, they are not an 
influential factor for high participation/contribution in organic communities. Factors of trust, commitment, and 
reciprocity in organic communities have more influence on member participation. 
4.3.2 The Effect of Relational Capital on Customer Participation Behavior (H2) 
The test results show that the relational capital variable has a significant positive effect on customer participation 
behavior with a path coefficient value of 0.359 and a t-count of 2.013. This shows that the higher the trust, 
commitment, and reciprocity felt by community members, the behavior of participating in the community will 
increase. The results of this study are in line with the results of research by Laud and Karpen (2017) where 
relational capital has a significant effect on value co-creation behavior, as well as research by Akman (2016) 
which explains the positive influence of social factors on value co-creation activity. 
4.3.3 The Effect of Cognitive Capital on Customer Citizenship Behavior (H3) 
The test results show that the cognitive capital variable has a significant positive effect on customer citizenship 
behavior with a path coefficient value of 0.427 and a t-count of 3.460. This shows that the higher the 
communication/dialogue, the similarity of values and goals, as well as social support for organic information or 
moral support for consuming organic products for community members, the behavior of membership 
(citizenship behavior) will increase. This research is in line with the research of Mpinganjira (2016) which found 
that social support has a positive effect on the citizenship behavior of online community members, as well as 
Akman's research (2016) which explains the positive influence of social factors on value co-creation activity. 
4.3.4 The Effect of Relational Capital on Customer Citizenship Behavior (H4) 
The test results show that the relational capital variable has an insignificant and negative effect on customer 
citizenship behavior with a path coefficient value of -0.210 and a t-count of -0.685. This shows that the higher 
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the trust, commitment, and reciprocity of members of an organic community, the behavior of their membership 
will decrease and the effect will not be significant.  
The results of this study are different from Mpinganjira (2016) who found that commitment affective has a 
positive effect on citizenship behavior of online community members, as well as Akman's research (2016) which 
explains the positive influence of social factors (trust, social interaction) on value co-creation activity. The 
contradictory results of this study are based on the fact that citizenship behavior is not formed from relational 
capital (trust, commitment, reciprocity). Where members of the organic community are more dominant in having 
the same level of values and goals with the community in consuming more organic products to have a high sense 
of membership in the community (citizenship behavior). 
4.3.5 The Influence of Customer Participation Behavior on Perceived Benefit Values (H5) 
The test results show that the variable customer participation behavior has a significant positive correlation with 
perceived benefit values with a path coefficient value of 0.646 and a t-count of 7.527. This shows that the higher 
the behavior of participating/contributing in the community, the perceived benefit values of organic community 
members will increase. This is in line with Kuo and Feng (2013), Sihlman (2012), Ercsey (2017), Alves (2016) 
who found that the customer participation relationship from the value co-creation behavior process in the 
community had a significant positive effect on perceived benefits/values. 
4.3.6 The Influence of Customer Citizenship Behavior on Perceived Benefit Values (H6) 
The test results show that the variable customer citizenship behavior has a significant and positive relationship to 
perceived benefit values with a path coefficient value of 0.646 and a t-count of 7.527. This shows that the higher 
the citizenship behavior, the perceived benefit from the value co-creation activities of members of the organic 
community.  
The results of this study are in line with Ercsey's research (2017) which found that factors of customers' 
citizenship behavior as a manifestation of value co-creation activities have a significant effect on perceived value. 
This study is also in line with the findings of Laud and Karpen (2017) and Alves (2016) where value co-creation 
behavior (participation behavior and citizenship behavior) has a positive effect on outcome values.  
4.3.7 The Influence of Perceived Benefit Values on Loyalty to the Community (H7) 
The results of the influence test show that the perceived benefit values variable has a significant positive effect 
on loyalty to the community with a path coefficient value of 0.901 and a t-count of 12.701. This shows that the 
higher the perceived benefit values obtained by organic community members, the loyalty to the community will 
increase.  
The results of this study are similar to the results of Kang and Shin (2016) which states that there is a 
significant positive influence of consumers' perceived benefits (functional, experiential, and symbolic) on virtual 
brand community loyalty. This study is also in line with the results of Chen and Hu (2010) where perceived 
value has a strong influence on customer loyalty at coffee outlets. 
 
4.4 Buying Behavior and Respondents Perception of Organic Integrity 
From this study, 36.9% of respondents have expenses for purchasing organic products a month in the total price 
range of Rp. 200.001.00 - Rp. 500,000.00 and the most purchases of organic products are vegetables by 37.4%. 
The most frequently used media to interact in the community is through whatsapp by 84.7%, 236 respondents 
know more information about organic product offerings that are consumed through whatsapp and as many as 
231 respondents know through social media; expenditure in a month on food and beverages, namely with 
shopping transactions above Rp. 2 million as much as 37.1%. 
As many as 67.8% view the need for organic certificates on products purchased or obtained from the 
community, because respondents become more confident in their organic integrity in meeting organic SNI 
criteria (56%). A total of 62.9% of respondents view that organic products circulating in the market are 
absolutely necessary to have organic certificates even though they make prices more expensive so that 
respondents see that self-claiming is not enough. 
 
5. Conclusion 
Based on the analysis and discussion that has been described, it can be concluded: 1) Cognitive capital has been 
shown to have an insignificant effect on creating customer participation behavior, but has a significant effect on 
customer citizenship behavior of members of the organic community in carrying out value co-creation activities; 
2) Relational capital is proven to have an effect on creating customer participation behavior, but it does not have 
a significant effect on customer citizenship behavior of members of the organic community in carrying out value 
co-creation activities; 3) Customer participation behavior and customer citizenship behavior as a manifestation 
of value co-creation activities in the community are proven to have an effect on the perceived benefit values of 
organic community members; 4) Perceived benefit values have a strong effect on the loyalty of members to the 
organic community. 
The study of value co-creation often leads to the creation of an increase in the quality of the value of the 
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product or service offered. Studies in marketing studies with the value co-creation approach are mostly based on 
the theory of service-dominant logic which has implications for satisfaction, loyalty, and so on. This study 
discusses the social capital approach as an antecedent of value co-creation behavior (participation behavior and 
citizenship behavior) on loyalty through perceived benefits in the context of an organic consumer community. 
Whereas in its implementation the theory of service-dominant logic has many perspectives apart from value co-
creation behavior in the context of organic communities where there are other aspects such as technology, social 
responsibility, and ecology.  
Further studies are needed to refine and build more comprehensive models that integrate theoretical 
constructs related to other perspectives and contexts. The additional consequences should receive more attention, 
such as word of mouth, willingness to pay more, consumption level, or future participation (Srinivasan et al 2002, 
Lecrelercq et al 2016). Future research also can examine the role of moderators such as customer personality and 
relationship age. Therefore, future studies are advised to build a more comprehensive theoretical and empirical 
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Information: (*) Significant at t-count ≥ 1.96. 
Figure 1 Structural equation model with value β 
 
